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[bookmark: _Toc1946197780][bookmark: _Toc1575562122]Executive summary
This marketing audit evaluates the external environment, competitive positioning and internal capabilities of McDonald’s UK within the UK fast food industry. The analysis applies several strategic frameworks including PESTEL analysis, Porter’s five Forces, VRIO Framework and a SWOT analysis to assess the organisations marketing environment and strategic position.
The findings indicate that McDonald’s benefits form significant strengths including strong brand recognition, an extensive restaurant newtork and an effeicient supply chain. However, there are also added pressures for the company through external challenges such as rising food costs, increased regulatory pressures and changing consumer preferences towards healthier food options. At the same time, technological advancements, digital ordering systems and the demand for convienent food services present opportunities for growth.
Overall, the marketing audit and analysis suggest that McDonald's maintains a string competitive positing within the UK market. Nevertheless, the company must continue adapting its marketing strategies, product offerings and technological capabilities to respond effectively to evolving economic, social and regulatory conditions.










[bookmark: _Toc2007118170][bookmark: _Toc1288833758]1.0 Introduction

McDonalds is a well-known global fast-food chain with its expansion to the United Kingdom in 1974. Since then, it has expanded to over 1,270 restaurants nationwide being one of the largest quick service restaurant operators in the UK market. (McDonald's, 2024).
The aim of this marketing audit is to evaluate McDonald’s UK’s marketing strategies, activities and external environment and assess its alignment to business goals and identify performance improvements (Professional academy, 2026).
Throughout this audit there will be an analysis of PESTEL, Porter’s Five Forces, VRIO and SWOT to analyse factors affecting McDonald’s UK. 













[bookmark: _Toc1141663357][bookmark: _Toc433275865]2.0 PESTEL Analysis

[bookmark: _Toc1372589415][bookmark: _Toc550248987]2.1 Political – Brexit and national living wage
Political factors have significant effects on the external environment of the fast-food industry within the UK such as McDonald’s. Research conducted by the London school of Economics (2022) discovering that post Brexit trade barriers increased food import costs, contributing to an estimate of six percent increase in food prices.  Increased customs checks and the higher cost of importing food have raised operating costs for the company. As a result, McDonald’s may need to increase menu prices, which can ultimately affect customers.
Moreover, another political factor affecting McDonald’s is the attention to pay and working conditions, leading to McDonald’s UK workers acting through the Fast-Food rights campaign to demand better wages and employment rights (Royle and Rueckert, 2020). This demonstrated the growing pressure on large companies to provide fair pay and better working standards. Overall, due to political changes McDonald's UK has had to adjust with the changing government trade rules and increasing focus on workers’ rights, both of which has affected its costs and business making decisions.

[bookmark: _Toc732781638][bookmark: _Toc963564376]2.2 Economical – Inflation and the cost-of-living crisis
Economic factors such as inflation has impacted the growth and development of a business for its success. Inflation has affected the UK food industry within the last five years with its increasing operational pressures for businesses such as McDonald’s UK. According to the UK Government (2025) drink prices rose faster than overall inflation between 2022 and 2024, with food price inflation rising an all-time high of 19% in 2023.  Additionally, research conducted by the English and Tobi (2023), demonstrated how food inflation during this period has reached the highest levels in many years therefore, putting financial pressure on both businesses and consumers. 
As a result for McDonald’s UK, the higher cost for ingredients and supplies would either decrease profits or force the business to increase its menu prices which can conflict with the cost-of-living crisis, where consumers are spending less money on non-essential items such as fast food. At the same time despite the rising prices McDonald’s UK has remained a relatively affordable option compared to other restaurants with smaller menu options and flexible portion sizes (Resident Contributor, 2026). It is clear to see how inflation has created challenges for McDonald’s as the company must control its costs while maintaining its approachability to consumers struggling financially. 

[bookmark: _Toc1378069252][bookmark: _Toc175008480]2.3 Social – Ethical consumerism and plant-based demand
Ethical consumerism is increasingly influencing consumer behaviour in the fast-food industry with consumers becoming more socially and politically aware of their purchasing power with their ethical values, often by boycotting companies whose practices conflict with their beliefs. Research demonstrates how consumer activism can damage a brands reputation leading to financial risk for major brands such as McDonald’s, which rely heavily on public trust and brand image (Elshaer et al., 2025). Therefore, boycotts targeting leading global fast-food chains has put pressure on companies to adapt their corporate responsibilities and strategies. 
Similarly, ethical decisions have been adjusted to health awareness and concerns about diet quality in shaping food preferences with trends of veganism growing.  Theses social trends have increased the demand for healthier alternatives, including plant-based products. While McDonald's has introduced a plant-based menu items and healthier alternatives to respond to the shifting consumer expectations (Spencer, Frank and McIntosh, 2005). However, to maintain long-term success, the company must continue improving the quality and nutritional value of its products.

[bookmark: _Toc1661421938][bookmark: _Toc620127369]2.4 Technological – Artificial intelligence, kiosks and digital ordering
The adoption of information systems, artificial intelligence and data analytics has led to data led decision making, thus improving operational efficiency and enhanced customer experiences. Research indicates how recent technologies enables McDonald’s to analyse purchasing patterns and tailor marketing strategies and menu recommendations to specific consumer segments for better understanding customer behaviour and optimised efficiency (Singh, Tyagi and Sharma, 2025). 
Additionally, advancements within digital ordering technologies such as self-service kiosks, mobile applications and deliver platforms have allowed for customers to order more conveniently while reducing staff has improved the speed of services and its efficiency (Li et al., 2024). For McDonald's technological innovation plays a central role in maintaining competitive advantage and supporting its global marketing strategy. With the continuation of technology, the ability for McDonalds to integrate new systems and digital platforms will remain essential for customer engagements and sustaining the long-term competitive advantage.

[bookmark: _Toc1843862494][bookmark: _Toc1855575117]2.5 Environmental – Packaging and carbon emissions 
Environmental concerns globally such as plastic pollution has put on pressure on fast food companies to reduce its single use packaging. Pearson, Khare and Tantawi (2022), describes how plastic waste accumulates at an increasing rate in the environment due to many plastics degrading slowing and less the 10% being recycled. As a result, there are growing regulation and consumer pressure for companies such as McDonald’s to adopt recyclable packaging to reduce the environmental impact. In response, McDonald’s (2025) has positioned themselves as an environmentally focused company, with strategic plans of making all packaging is sourced from renewable or recycled materials by the end of 2025.
Another environmental issue is how climate change has increased the pressure for carbon emissions across their supply chains. Global food systems account for around one third of total greenhouse gas emissions emphasising the pressure on McDonald’s to address this environmental impact (Alan, Tim and Judith, 2023). This requires improving supply chain efficiency and implementing carbon reduction strategies through their agriculture, transportation and packaging processes.

[bookmark: _Toc1474064345][bookmark: _Toc995006651]2.6 Legal – Advertising and Soft Drinks Industry Levy
With the new legal regulations of the UK government introducing restrictions on advertising foods high in fat, sugar, or salt always including the ban on junk food adverts on television before 9pm and paid advertising (Health, 2026). These regulations limit the marketing strategies for companies such as McDonald’s now needing to reevaluate their marketing strategy. As a result of the government regulations aiming to reduce children's exposure to unhealthy food and tackling childhood obesity, McDonald's has limited choices on how to adapt where they find a new stream of marketing or introduce more healthy options for children.
Another legal regulation affecting the fast-food industry is the UK Soft Drinks Industry Levy, commonly known as the sugar tax. Following its introduction in 2018, the policy applies a tax to soft drinks based on their sugar content to reduce sugar consumption (Rogers et al., 2023). As a result of this change research indicates how manufactures have reformulated the recipes to reduce overall sugar purchased within soft drinks. As McDonald's have soft drinks on their menu this regulation may influence product development, pricing strategies and promotion on lower sugar alternatives.






[bookmark: _Toc346550568][bookmark: _Toc1646656154]3.0 Porter’s Five Forces

[bookmark: _Toc674755458][bookmark: _Toc344714823]3.1 Introduction to the framework
Porter’s five forces framework is an external analysis tool developed by Michael E. Porter to analyse the competition within an industry. The model explains how there are five key components influences industry profitability. This understanding helps businesses evaluate market attractiveness and develop effective strategic positioning and long-term strategies (Harvard Business School, 2026). 

[bookmark: _Toc1651867219][bookmark: _Toc1322550425]3.2 Application to McDonald’s UK

[bookmark: _Toc870656487][bookmark: _Toc2176136]3.2.1 Competitive rivalry
The fast-food market is highly competitive within the UK with numerous global and national brands competing for customer segments. Major competitors for McDonald’s UK include Burger King, KFC and Subway which all offer fast and affordable meals. As a result of the high scale industry, rivalry between chains is intensified with the fast-food market valued at over £20 billion (Statista, 2025).
Competition is driven by price and convenience, consequently, fast-food brands frequently offer value meals and promotional discounts to attract price sensitive consumers. Customers also expect quick service and prioritise accessible locations and drive through meaning that convenience is a key competitive factor when choosing where to eat. Research demonstrates how companies in the fast-food sector often compete through pricing strategies and operational efficiency to maintain market share in a highly saturated market (Yosi Suryani, Miranda and Willson Gustiawan, 2024).
Another factor with competitive rivalry is digital delivery platforms such as Deliveroo and Uber East as they have further intensified competition by allowing consumers to easily compare restaurants and switch between brands on a single platform. As a result of this increased accessibility customer loyalty is reduces and strengthens the competitive rivalry within the fats-food market (Deliverect, 2026).

[bookmark: _Toc754651472][bookmark: _Toc322170336]3.2.2 Threat of new entrants
Understanding the threat of new entrants allows companies to analyse the market and evaluate the security of their market share. Within the UK fast-food industry there is a moderate threat of new entrants as takeaway businesses have small entry barriers allowing more options for consumers, this could potentially take consumers from a different company (Bromley, 2019). However, expanding to compete with established chains is more difficult, as companies like McDonald’s hold a significant market share of the fast-food industry not only are new entrants' competition with menu offering and price the difficulty lies in the franchise system that provides brand recognition, operational support and structured supply networks (McDonald’s, 2026). 

[bookmark: _Toc824869485][bookmark: _Toc64783520]3.2.3 Bargaining power of suppliers
The bargaining power of suppliers in the fast-food industry in the UK is considered low because of the quantity of different food suppliers globally. Companies are not limited geographically, which could have been an issue many years ago, however there is now the luxury of postage and transportation of goods. Larger operations such as McDonald’s hold a significant amount of purchasing power because of their finances and quantity of orders. They could easily switch between different suppliers, reducing supplier influence (Corporate Finance Institute, 2022). Although, the increased expectations on sustainability such as sourcing sustainable beef and cage free eggs, limit McDonald’s supplier options, the company maintains a long-term relationship with compliant suppliers, as a result increasing the suppliers’ bargaining leverage (Wheeler, 2024).

[bookmark: _Toc1801171800][bookmark: _Toc567389863]3.2.4 Bargaining power of buyers
Customers can determine the success of a business, the bargaining power of customers explains how much control a customer has in the market. Due to low switching costs and increased price sensitivity, there is high bargaining power for buyers in the fast-food industry in the UK. The options of restaurants are plentiful allowing customers to switch brands when alternatives are available demonstrating how customer behaviour has an increasing influence over companies pricing strategies (Greene, Nguyen and Dolnicar, 2024). 
In addition, consumers buying behaviour is affected with the rising cost of living, resulting in more caution spending with research emphasising how around 58-59% of consumers plan to reduce spending on dining out or food delivery as prices increase (Simon-kucher, 2022). Not only do companies have to compete but now have the added pressure of competing with supermarket prices as more people look to cooking for themselves to save money. To combat this issue McDonald’s have responded with focus on customer led innovation and marketing to maintain value and attract consumers in a competitive market (Carroll, 2025).

[bookmark: _Toc728371298][bookmark: _Toc11314940]3.2.5 Threat of substitutes
Similarly to the bargaining power of buyers, substitutes of threats have a high impact on the fast-food market. With social expectations and the trend of healthier eating more consumers look for alternative meal options. The BBC News explains how the rising food prices has caused consumers to reduce their fast-food purchases and choose cheaper meal options (Moreau, 2025). Many people have switched to ready meals and home cooking resulting in fast food companies facing a strong competition from supermarkets increasing the overall threat of substitutes.

[bookmark: _Toc264528983][bookmark: _Toc58987313]3.3 Evaluation
Overall, Porter’s five forces provide a framework for analysing the competitive market surrounding McDonald’s UK. The model helps to understand the competitive pressures facing McDonald’s within the UK allowing them to identify the threats and come up with a new strategic plan. However, the model mainly focuses on industry competition and may overlook external influences therefore it is recommended to be used in addition to other frameworks such as PESTEL.















[bookmark: _Toc465766603][bookmark: _Toc265838657]4.0 VRIO

[bookmark: _Toc1692553491][bookmark: _Toc694781877]4.1 Overview
The VRIO framework is an internal analysis tool used to evaluate a company's recourses and capabilities to determine whether they provide a competitive advantage. Applying the VRIO framework allows businesses to identify their key strength to better understand how internal recourses contribute to long term performance and strategic success (Amaya et al., 2022). 

[bookmark: _Toc2064626274][bookmark: _Toc104313913]4.2 Application to McDonald’s UK
Through applying the VRIO framework to McDonald’s UK it can be seen how the companies most significant resource is its globally recognised brand. McDonald’s has built its strong brand presence and customer loyalty through consistent marketing, product standardisation and value focused startegies. The value continues to evolve with personalised promotions and digital engagements through mobile applications and loyalty platforms which result in strengthening customer relationships and maintaining the demand in economic struggles (Kelso, 2022). As a result, it is emphasised that the brand and digital ecosystem are highly valuable recourses for McDonald’s to retain customers.
Additionally, the rarity of these resources contributes to McDonalds competitive position in a saturated market. With many fast-food chains operating within the UK, few possess the same level of global brand recognition and market presence as McDonald’s. Furthermore, due to their adaptability for changing consumers expectations have allowed McDonald's to maintain a strong position in the competitive fast-food sector (Harford, 2020). It is understood that many companies have tried aspects of McDonald’s strategies such as their value meals and digital ordering system, it has been proven difficult to replicate the company's extensive operational infrastructure and global supply network.
Using one of the most advanced supply chain systems in the UK fast food industry has allowed for McDonalds to maintain constant product quality, efficient logistics and reliable supplier relationships across thousands of restaurants. The complexity and scale of the supply chain create significant barriers for competitors trying to imitate the system (Collins, 2025). However, the value of the supply chain would decrease without a well-established organisational structure. As a result of the franchise model, strong operational process and global management systems the company can effectively coordinate its brand, supply chain and digital capability.
Therefore, using all four aspects of VRIO it can be seen how in a saturated market McDonald’s has effectively utilised its internal resources within a saturated market. Through its globally recognised brand, advanced supply chain and strong organisational structure has allowed for the company to maintain a competitive advantage, these capabilities enable McDonald’s to remain a leading firm within the UK fast food industry.
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	Strengths
	Weaknesses

	· Strong global recognition.
· Large UK presence with over 1,270 restaurants.
· Efficient Global supply chain and logistic network.
· Strong franchise business model that supports expansion.
· Digital ordering systems improving efficiency.
· Affordable pricing.
	· Reliance on a complex supply chain.
· Menu mainly contains ‘unhealthy’ food options.
· Dependence on value pricing.
· High operational costs from labour and supply chain pressures.

	Opportunities
	Threats

	· Growth in plant based and healthier menu options.
· Technological advancements such as AI for marketing.
· Expansion of digital ordering.
· Increasing demand for convenient food.
	· Intense competition from other fast-food chains such as Burger King and KFC.
· Rising cost of supply due to inflation.
· Government regulations on advertising restrictions and sugar tax.
· Consumer shift towards healthier eating and home cooking.
· Pressure to reduce environmental impact.
· Pressure on affordable pricing due to the cost-of-living crisis.





[bookmark: _Toc422265888][bookmark: _Toc586402126]6.0 Conclusion
In conclusion, the marketing audit highlights key internal strengths and external challenges influencing the performance of McDonald’s within the UK fast food sector. Through the analysis it is seen how McDonald’s have many strengths including its internal capabilities providing the company with a strong competitive position within a highly saturated market. On the other hand, it has been identified how he weaknesses and external pressure can affect its long-term performance, with threats in the competitive market and unstable financial structure of the UK. However, opportunities arise through technological innovation, digital ordering systems and the expansion to healthier menu options leading to a more efficient work and expanding their market in response to consumer preferences. Overall, the audit indicates that while McDonald’s maintains a strong market position, continued adaptation the economic, social and regulator changes is essential for continued competitive advantage.
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